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ABSTRACT 

This  is  a research  paper  on  factors  influencing  purchase  intention  of  smart  phone  in  Tiruchirappalli  city. 
The  main  objectives  of  the  study  are  to  find  out  the  factors  influencing  purchase  intention  of  smart  phone  and  to  study 
the  relationship  between  personal  profile  and  purchase  intention.  Sample  size  consists  of  100  respondents  using  convenient 
sampling  method.  The  study  shows  that  the  most  important  factor  influencing  purchase  intention  of  smart  phone  is 
compatibility  followed  by  relative  advantage.  The  least  important  factor  influencing  purchase  intention  of  smart  phone  is 
social  influence.  There  is  no  significant  association  between  age  & gender  and  factors  influencing  purchase  intention 
of  smart  phone. 
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INTRODUCTION 

Since  the  launch  of  mobile  phones,  there  has  been  remarkable  development  both  in  their  product  sophistication 
and  their  fast  and  global  adoption  nowadays,  customers  are  continuously  facing  the  dilemma;  which  phone  to  by. 
After  the  smart  phones  have  been  releases,  the  choice  seemed  to  be  even  harder,  since  the  opportunities  and  offers 
that  producers  are  providing  are  endless.  As  number  of  manufactures  have  entered  the  smart  phone  market, 
the  competitions  in  the  smart  phone  market  becomes  more  and  more  fierce.  India  has  now  become  the  third-largest  smart 
phone  market  having  a growth  of  129%  after  china  and  the  United  States  in  terms  of  smart  phone  shipments, 
according  to  the  latest  report  by  canalys.  In  recent  years  mobile  phone  has  evolved  from  essentially  an  interpersonal 
communication  device  to  a multimedia  machine  known  as  “Smart  phone”.  Hence  study  attempts  to  investigate 
the  purchase  intention  of  Smart  phone. 

Scope  of  the  Study 

This  study  focus  on  the  factors  influencing  purchase  intention  of  smart  phone  users.  The  study  covers  the  factors 
like  Relative  advantage,  price,  compatibility  and  social  influence  only. 

Objectives  of  the  Study 

• To  find  out  the  factors  influencing  purchase  intention  of  smart  phone. 

• To  study  the  relationship  between  personal  profile  and  factors  influencing  purchase  intention. 
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Hypotheses 

• There  is  a difference  between  gender  and  factors  influencing  purchase  intention. 

• There  is  difference  between  age  and  factors  influencing  purchase  intention. 

METHODOLOGY 

Sample  size  consists  of  100  respondents.  Convenient  sampling  method  is  used  based  on  the  convenience  of  the 
respondents.  Structured  questionnaire  is  being  used  in  this  research  to  collect  data.  All  the  items  are  assessed  on  a liker’s 
five-point  scale  and  1 represents  “strongly  disagree”  whereas  5 represent  “strongly  agree”.  Primary  data  are  collected 
through  structured  questionnaire.  Secondary  data  are  collected  through  journal,  magazines,  text  books  and  websites. 
Collected  data  are  analyzed  and  interpreted  using  tools  like  percentage  analysis,  chi-square  and  t-test. 

RESULT  AND  DISCUSSIONS 


Table  1:  Dimensions  Influencing  Overall  Purchase  Intention 


Dimensions 

Low 

High 

Min. 

Max. 

Median 

S.D 

Mean 

Relative  advantage 

67(33.5%) 

133(66.5%) 

5 

25 

20 

3.962 

18.93 

Price 

77(38.5%) 

123(61.5%) 

12 

24 

18 

2.561 

17.95 

Compatibility 

89(44.5%) 

111(55.5%) 

10 

25 

20 

3.451 

19.53 

Social  influence 

102(51%) 

98(49%) 

6 

24 

16 

4.320 

16.12 

Purchase  intention 

96(48%) 

104(52%) 

7 

25 

18 

3.767 

17.01 

Source:  Compiled  from  primary  data 


Table- 1 shows  that  the  most  important  factor  influencing  purchase  intention  of  smart  phone  is  compatibility 
(mean=19.53)  followed  by  relative  advantage  (mean  =18.93).  The  least  important  factor  influencing  purchase  intention  of 
smart  phone  is  social  influence  (mean=16.12). 

Table  2:  t-Test  Showing  the  Significant  Association  between  Gender  and  Purchase  Intention  of  Smart  Phone 


Gender 

Mean 

S.D 

Statistical  Inference 

Relative  advantage 

Male  ( n=132 ) 

19.18 

3.684 

T=  1.229  Df=198 
.221>0.05 

Not  Significant 

Female  (n=68) 

18.46 

4.443 

Price 

Male  (n=132) 

18.35 

2.604 

T=3.133  Df=198 
.002<0.05 
Significant 

Female  (n=68) 

17.18 

2.305 

Compatibility 

Male  (n=132) 

19.39 

3.226 

T=-.776  Dl'=198 
.439>0.05 

Not  Significant 

Female  (n=68) 

19.79 

3.862 

Social  influence 

Male  ( n=132 ) 

16.18 

4.319 

T=.259  Df=198 
.796>0.05 

Not  Significant 

Female  (n=68) 

16.01 

4.352 

Purchase  intention 

Male  (n=132) 

16.94 

3.621 

T=-.369  Df=198 
.713>0.05 

Not  Significant 

Female  (n=68) 

17.15 

4.060 

Source:  Compiled  from  primary  data 
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Table -2  shows  that  Relative  advantage  (mean  = 19.18),  Price  (mean  = 18.35)  and  Social  influence  (mean  =16.18) 
are  high  for  the  male  respondents.  Compatibility  (mean  = 19.79)  is  high  for  female  respondents.  It  also  shows  that  the  is  no 
significant  difference  between  Relative  advantage  (p=.221).  Compatibility  (p=.439)  and  Social  influence  (p=.796)  and 
factors  influencing  Purchase  intention  of  smart  phone.  But  there  is  a significant  difference  between  Price  (p=.002)  and 
factors  influencing  Purchase  intention  of  smart  phone. 


Table  3:  Chi  - Square  Test  Showing  the  Significant  Association  between 
Age  and  Purchase  Intention  of  Smart  Phone 


Age 

Statistical 

Inference 

Below  20yrs 
(n=50) 

21  to  30yrs 
(n=73) 

31  to  41yrs 
(n=54) 

Above 

40yrs 

(n=23) 

Total 

(n=200) 

Relative 

advantage 

Low 

9(18%) 

24(32.9%) 

16(29.6%) 

18(78.3%) 

67(33.5%) 

X2=26.453 

Df=3 

.000<0.05 

Significant 

High 

41(82%) 

49(67.1%) 

38(70.4%) 

5(21.7%) 

133(66.5%) 

Price 

Low 

10(20%) 

19(26%) 

31(57.4%) 

17(73.9%) 

77(38.5%) 

X2=32.359 

Df=3 

.000<0.05 

Significant 

High 

40(80%) 

54(74%) 

23(42.6%) 

6(26.1%) 

123(61.5%) 

Compatibility 

Low 

28(56%) 

35(47.9) 

16(29.6%) 

10(43.5%) 

89(44.5%) 

X2=7.873 

Df=3 

.049<0.05 

Significant 

High 

22(44%) 

38(52.1%) 

38(70.4%) 

13(56.5%) 

111(55.5%) 

Social 

influence 

Low 

15(30%) 

39(53.4%) 

29(53.7%) 

19(82.6%) 

102(51%) 

X2=  18.349 
Df=3 
.000<0.05 
Significant 

High 

35(70%) 

34(46.6%) 

25(46.3%) 

4(17.4%) 

98(49%) 

Purchase 

intention 

Low 

25(50%) 

32(43.8%) 

25(46.3%) 

14(60.9%) 

96(48%) 

X2=2.176 

Df=3 

.537>0.05 

Not 

Significant 

High 

25(50%) 

41(56.2%) 

29(53.7%) 

9(39.1%) 

104(52%) 

Source:  Compiled  from  primary  data 


Table-3  shows  that  Relative  advantage  (82%),  Social  influence  (70%)  & Price  (80%)  are  high  for  the  respondents 
who  are  in  the  age  group  of  below  20  years.  Compatibility  (70.4%)  is  high  for  the  respondents  who  are  in  the  age  group  of 
between  31  to  41yrs.  It  also  explains  that  shows  that  there  is  a significant  association  between  relative  advantage 
(p=0.000),  price  (p=0.000),  compatibility  (p=0.049)  social  influence  (p=0.000)  and  purchase  intention. 

Findings 

• The  most  important  factor  influencing  purchase  intention  of  smart  phone  is  compatibility. 
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• The  least  important  factor  influencing  purchase  intention  of  smart  phone  is  social  influence. 

• Purchase  intention  is  high  for  female  respondents. 

• There  is  a significant  difference  between  price  and  gender. 

• There  is  no  significant  difference  between  gender  and  purchase  intention. 

• Purchase  intention  is  high  for  the  age  group  of  between  21-30  years. 

• There  is  a significant  difference  between  Relative  advantage.  Price,  Compatibility,  Social  influence  and  age. 

• There  is  a significant  difference  between  price  and  gender. 

• There  is  no  significant  difference  between  age  and  purchase  intention. 

Suggestions 

• Steps  may  be  taken  to  enhance  social  influence  about  the  smart  phones. 

• The  product  feature  should  be  clearly  communicated  through  advertisement. 

• Different  strategy  can  be  adopted  to  purchase  the  smart  phones. 

CONCLUSIONS 

The  most  important  factor  influencing  purchase  intention  of  smart  phone  is  compatibility.  The  least  important 
factor  influencing  purchase  intention  of  smart  phone  is  social  influence.  There  is  no  significant  difference  between  gender 
and  purchase  intention.  There  is  no  significant  difference  between  age  and  purchase  intention. 
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